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Manufacturers — “Do  They  Want 
Something  Different ?*' 

UERIES  one  printer’s  salesman 
in  all  earnestness — “I  don’t  believe 
manufacturers  really  want  some- 
thing different” — said  this  sales- 
man who  specializes  in  printed 
matter  designed  to  sell  goods. 
“One  of  the  hardest  jobs  I have  is  to  get 
advertisers  to  see  the  value  of  something  differ- 
ent from  the  accepted  type  of  thing  used  by 
their  trade  and  their  competitors.  Some- 
thing different,  it  is  true,  untried  by  them,  but 
proved  in  another  line.” 

“Yet,”  he  continued,  “talk  advertising  to 
them — that  is  advertising  which  moves  goods — 
and  what  is  their  stock  frame  of  mind  ? Why ! 
it’s  the  old  worn  out  rocking  horse  ‘my  business 
is  different,  it’s  really  doubtful  if  advertising  does 
it  much  good!”’ 
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“The  truth  of  the  matter  is  that  it’s  not  so 
different,  but  rather  like  wishing  for  the  moon. 
The  manufacturer  wishes  for  the  miracle  of 
advertising  success  without  the  faith  to  use  tried 
weapons,  because  somehow  he  can’t  see,  feel  and 
weigh  the  force  which  works,  nor  yet  reduce  it  to 
a science.” 

“Hence — well  I’ve  got  to  hurry  along,”  said 
this  printer’s  salesman,  “but  hence — as  I was 
about  to  say,  Millions  are  made  by  a few,  while 
a lot  worry  themselves  into  nervous  complexes — 
because  they  want  to  be  different  but  haven’t 
the  character  to  be  original.” 

♦ ♦ ♦ 

“On  the  IVine  List” 

IN  an  atmosphere  of  soft  moaning  and  rippling 
jazz  in  the  Nightingale  Room  of  the  Mount 
Royal  Hotel,  Montreal,  the  head  waiter 
hands  you  a wine  list  beautifully  printed,  in 
harmony  with  the  mellowness  and  sentiment  of 
the  subject  of  wines.  Each  class  of  wine  is 
headed  with  a paragraph  or  so  descriptive  of  the 
method  and  part  of  France  where  the  wine  is 
made. 

A final  summary  suggests  the  proper  selection 
for  various  courses. 

This  list  is  beautifully  printed  by  the  Ronalds 
Company  and  the  paper  is  Carlyle  Japan, 
Plate  Finish. 


The  Crown  Trust  Company  have  issued  a 
more  than  usually  comprehensive  booklet  on 
the  subject  of  wills.  In  fact  one  rarely  sees 
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such  a complete  presentation  of  the  subject. 
Ruskin  Cover  was  used  and  it  was  printed  by 
the  Mortimer  Company. 

The  Insert  of  this  issue  of  the  “Crest”  is  a fine 
example  of  the  careful  reproduction  of  pencil 
drawing  by  Offset  Lithography.  It  is  on  Bard 
of  Avon  paper  and  lithographed  by  Davis  and 
Henderson  Limited,  for  the  Bank  of  Nova 
Scotia,  Toronto. 


In  the  Accounting  Department 

There  are  Looks  as  well  as  Figures 

JIMMY,  you’ll  have  to  hurry  up  with  these 
sales  distribution  figures.  Mr.  Green  is 
waiting.” 

“That’s  all  right.  Miss  Brown,  but  the  next 
time  we  get  these  sales  forms  printed  let’s  get 
some  kind  of  paper  that  doesn’t  fuzz  up  like  a 
blanket  and  make  everything  indistinct — I can 
hardly  make  out  the  salesmen’s  figures  to  total 
— Putting  them  on  the  big  sheet  is  easy — Mr. 
Green  wants  a lot  of  quick  stuff  but  he  doesn’t 
think  much  of  my  eyes.” 

“Jimmy,  you’re  here  to  do  what  you’re  told — 
not  to  advise  Mr.  Green.” 


THE  CREST 


“Well,  he’s  glad  enough  to  get  my  advice  on 
the  hockey  games.  If  he  bet  the  way  I told 
him  he’d  make  money.’’ 

“Some  young  men  I know  seem  to  think  quite 
a lot  of  themselves.” 

“Of  course  I do.  Even  the  Board  of  Directors 
depends  on  my  calculations.” 

At  this  stage  Jimmy  began  to  think  that  after 
all  Miss  Brown’s  new  tweed  suit  wasn’t  any- 
thing to  rave  about  anyway.  She’s  always 
butting  in  to  my  department  he  thought. 
So,  in  order  to  assert  himself,  he  thought  he’d 
better  tell  Miss  Brown  a thing  or  two. 

“And  what’s  more,”  he  said,  “you  can  tell 
Mr.  Green,  with  my  compliments,  that  unless 
I order  the  stationery  I won’t  be  responsible  for 
results.  There  are  a lot  of  people  round  here 
who  now  and  again  don’t  think  I know  my 
business.  At  least,  I can  tell  the  difference 
between  a ledger  paper  with  rag  and  one  with- 
out. Yes,  unless  I can  have  authority  in  this 
end  of  the  business  I’ll  quit  cold.” 

Miss  Brown  thought  it  was  about  time  to 
ease  up  a little  and  favoured  Jimmy  with  one  of 
her  sweetest  smiles. 

“Gosh,”  thought  Jimmy,  “she’s  not  a bad  kid 
after  all,  although  I can’t  see  how  she  can  let 
Green  put  it  all  over  her.  That’s  sure  a dandy 
perfume  she  uses.” 

But  the  masculine  would  out.  “Well,”  he 
said,  “if  you  don’t  mind  I’ll  go  on  with  my 
work.  This  talking  in  business  hours  wastes  a 
lot  of  time.  When  I have  these  figures  I’ll  let 
you  know  and  then  you  can  take  them  in  to 
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Mr.  Green.  I’ve  got  to  get  them  finished  as 
there’s  a lot  of  work  to  do  on  the  ledgers.  Of 
course,  you  could  lend  a hand  on  those  later  if 
you  want  to.” 

Jimmy  finished  with  one  of  his  guileless 
expressions  and  Miss  Brown  said  she  wouldn’t 
mind  later  on,  thinking  meanwhile  she’d  rather 
like  to  wring  his  adorable  neck. 


“ Haven  t W e Met  Before f” 

Said  one  to  the  other  at  that  turn  in  the  hallway  where 
the  three  doors  open. 

THE  three  doors  opened  simultaneously. 
Two  who  emerged  nodded  to  each  other  in 
turn  and  greetings  were  exchanged  by  name. 

Then  noticing  a third  member  of  the  group 
the  question  was  put — “Haven’t  we  met  before  ?” 

“We  have  indeed,  but  you  fellows  in  the 
Accounting  Department  seem  to  forget  it  and  as 
for  you  “high  hatters”  in  the  Advertising 
Sanctum,  words  can’t  express  how  humble  I 
feel,”  replied  the  third  member. 

“You  see,”  he  continued,  “we  general  utility 
people  don’t  go  by  high  sounding  names,  we’re 
more  or  less  general;  but”,  with  an  elaborate 
and  ironical  bow  of  overemphasized  politeness, 
“we  are  tonnage  papers  and  most  of  you  in 
spite  of  your  watermarks  are  just  ream  lots.” 
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“Where  we’re  in  Price  Lists,  Catalogues, 
books  and  booklets  we’re  asked  for  as  S.C.  or 
Super  Calendered  and  M.F.-Machine  Finish, 
and  this  class  of  paper  is  rarely,  if  ever,  water- 
marked.” 

“Our  writings,  dont  confuse  them  with  our 
high  class  bond  fellows,  also  are  without  the 
watermark.” 

“Of  course,  all  these  members  of  our  clan  are 
papers  lesser  in  price,  but,  how  the  printers  and 
wise  buyers  fight  for  quality  in  our  make-up. 
Lots  of  purchasing  agents  know  us  just  by  these 
general  brands — they  should  know  better.” 
“As  for  blotting.  You  don’t  see  it  water- 
marked but  we  have  fine  names  for  it  never- 
theless. Yes,  indeed — we  have  met  before  all 
under  the  “Beaver  S”  mark,  which  as  a specifi- 
cation of  Howard  Smith  Paper,  brings  us  out  in 
our  Sunday  best  ready  to  serve  with  true  value.’’ 
“A  lot  of  people  prefer  us,  because  we’re  good 
stuff — next  time  just  remember  we  line  up  with 
you  fellows  for  specified  service.  “Good-bye,” 
somebody’s  calling  for  a carload  of  “Beaver  S” 
S.C.  for  that  magazine  up  in  Winnipeg.” 


♦ ♦ ♦ 

HOW  COME? 

Science  is  continually  proving  and  disproving 
one  thing  or  another  but  every  now  and  again 
Nature  steps  in  and  upsets  many  theories. 
Recently  a financial  news  item  mentioned  that 
a fire  had  occurred  in  the  plant  of  a fire-proofing 
company  and  that  “$30,000  of  finished  product 

had  been  destroyed.”  —Wall  St  Journal. 
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Recalls  Time  Edison  W as  Fired 

JOHN  R.  PEPPER,  Memphis  capitalist,  was 
reminiscing  of  his  telegraph  operating  days 
59  years  ago  in  the  local  office  of  the  Western 
Union. 

“Just  before  I got  on,”  he  recalled,  “a  young 
operator  was  fired  by  the  night  manager  because 
he  kept  his  desk  cluttered  with  batteries  and 
chemicals. 

“That  fellow  was  21  years  old  and  his  name 
was  Tom  Edison.  He  went  to  New  York  and  I 
guess  he  must  have  made  good  because  I saw 
something  in  the  papers  about  him,”  Pepper 
said  with  a smile  to  his  friends.  ~ex. 

♦ ♦ 

Let  Others  Appreciate  the  Fine  Paper 
You  Use — It  Means  Business  Goodwill 

THE  way  to  accomplishment  lies  in  the 
insistent  specification  of  a good  paper. 

The  colour  and  crispness  in  a letterhead 
is  always  appreciated  by  the  recipient  when 
running  through  a pile  of  correspondence. 

The  surface  of  a fine  bond  will  lend  itself 
equally  well  to  either  pen  and  ink  or  typed 
inscription. 

The  assortment  of  weights  and  sizes  meets 
the  need  of  variable  service  and  printers’ 
demands. 

Colours  are  available,  giving  reasonable  choice 
to  meet  individual  preference. 


THE  CREST 


Thoughts  Which  Sail  the  Seven  Seas , 
But  Never  Come  to  Port 


THAT’S  a good  idea.”  murmured  the  Big 
Chief,  as  over  his  after-dinner  cigar  he  saw 
the  advertisement  of  a competitor.  “I 
must  tell  Jones  to  get  out  something  like  that 
tomorrow.” 


Tomorrow  came  with  its  own  set  of  intriguing 
problems  and  Jones  never  heard  of  the  Big 
Chief’s  idea. 


A small  3x6  folder  to  dealers  would  have  been 
the  idea  and  good  strategy  at  a small  cost, 
around  $100.00. 


A ship  had  missed  its  port  and  the  cargo  of  a 
profitable  idea  became  part  of  an  aimless  derelict. 
Thousands  of  dealers,  at  the  cost  of  a few  cents, 
had  missed  a profitable  suggestion  and  a com- 
petitor of  the  manufacturer  uppermost  in  their 
thoughts  ‘‘got  the  business.” 
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Adventure  No.  2 — 

The  Advertising  Manager  decided  after  a 
careful  analysis  that  Brown  & Company  were 
beating  his  own  company  to  it  because  they  were 
issuing  sales  catalogues  in  summarized  form  and 
getting  life  and  action  as  a result  of  their  being 
mailed  once  a month.  He  decided  to  take  this 
up  with  the  Sales  Manager. 

This  Ship  was  headed  for  port  but  because  the 
Advertising  Manager  wasn’t  familiar  with 
“Velvalur”  he  waited  a day  or  two  to  look  into 
the  paper  aspect  of  things  and  a fog  of  delay 
wrecked  the  voyage. 

“Velvalur”  would  have  brought  it  to  port 
with  profit  because  it  takes  halftones — folds 
without  cracking  and  has  the  strength  to  stand 
rough  voyages. 


Adventure  No.  3 — 

Some  manufacturers 
have  an  uncanny  success 
Sales  and  Advertising. 

They  do  not  impress 
they  are  hurling 
able  amounts  al 
too  eager 
multitude 
but  rather 
when  you 
come  to 
think  of 
the  pur- 
chase of  a 
product  in 
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their  line  they  seem  to  be  ever  present  with  their 
suggestion  and  argument. 

Look  carefully — your  eye  and  attention  were 
caught  by  something  in  the  newspaper  or  a 
flash  of  colour  on  the  billboards.  You  passed 
a store,  there  were  cards  in  the  window.  At 
home,  you  found  your  wife  reading  a letter,  an 
attractive  mailing  piece,  or  booklet.  The  next 
day  you  entered  a shop  and  there  on  the  counter 
was  a display  of  the  article  itself  with  a card 
featuring  its  advantages. 

How  did  it  get  the  display?  The  dealer 
could  tell  you  of  Cards,  Sales  letters,  Broad- 
sides, Folders  and  Booklets  he  had  been  receiv- 
ing. His  interest  had  also  been  aroused  to  the 
point  of  interesting  his  customers. 

All  these  thoughts  had  been  coming  into  port. 
Nothing  but  thoughts,  which  back  in  the  home 
office,  had  been  set  to  sail  the  charted  seas  of 
markets.  No  unlaunched  dreams,  no  derelicts 
left  floating  in  mid-air,  but  fast  direct  conveyors; 
as  to  why  the  manufacturers  thought  their 
product  good.  Why  customers  should  buy. 
Why  prices  were  advantageous.  Special  features 
and  details  and  where  to  buy  it. 

Someone  had  a thought  “that’s  a good  idea” 
and  immediately  it  was  charted  to  sail  and  reach 
its  port — Presenting  exactly  as  desired  in  the 
way  selected  the  thought  of  the  manufacturer 
as  he  wished  it. 

Such  papers  as  Bell-Fast  and  Progress  for 
Sales  letters  and  four-page  catalogues;  and 
“Velvalur”  if  halftone  illustrations  are  required 
are  made  for  these  specific  purposes. 
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EFTS  are  so  called  from  the  fact  that  they  are 
usually  located  in  the  upper  parts  of  the  mill. 
Long  poles  are  placed  on  racks  and  the  sheets 
are  placed  over  and  along  these.  The  number  of 
sheets  in  a group  or  bunch  hung  up  in  this  way 
varies  according  to  the  size  of  the  sheet  and 
the  weight  of  the  paper.  When  a loft  is  filled 
it  is  sealed  and  steam  heat  is  turned  on  to  the 
required  temperature.  The  operation  is  a deli- 
cate one  for,  while  too  rapid  drying  is  injurious, 
the  stock  must  not  be  allowed  to  retain  its 
moisture  beyond  a certain  point.  By  this 
means  the  size  seasons  properly  in  the  paper, 
giving  it  a life  and  “feel”  which  are  unequalled  by 
quicker  means.  The  ordinary  machine-dried 
papers  receive  no  further  drying  after  leaving 
the  machine.  The  importance  of  “finishing” 
can  hardly  be  overestimated.  This  must  meet 
the  requirements  of  the  printer  and  lithographer 
which  are  most  exacting. 

Finishing  is  done  in  several  different  ways. 
For  explanatory  purpose  we  shall  deal  with  the 
finish  as  put  on  by  the  calenders  and  platers. 
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A calender  consists  of  a stack  of  polished 
steel  rolls,  sometimes  alternating  with  rolls 
covered  in  cotton  and  these  can  be  speeded  up 
to  about  400  revolutions  per  minute.  It  is  be- 
tween these  rolls  that  the  paper  passes  to  receive 
the  required  finish.  Plating,  on  the  other  hand, 
is  a much  more  expensive  process,  for  it  necessi- 
tates the  handling  of  each  and  every  sheet  twice. 
Each  sheet  is  hand  placed  between  plater  boards 
or  sheets  of  linen  and  at  intervals  zinc  plates  are 
inserted,  and  then  passed  slowly  backwards  and 
forwards  under  great  pressure  between  the  heavy 
rolls  of  the  plating  machine  and  the  sheets  are 
gradually  ironed  and  the  correct  finish  is  obtained. 
These  linens  and  boards  soon  lose  their  effec- 
tiveness through  the  heavy  pressure,  so  that  the 
expense  of  replacement  can  readily  be  understood. 

Although  every  possible  care  has  been  taken 
throughout  the  various  processes  to  eliminate 
all  faults  and  blemishes,  the  stock  now  passes 
through  a vigorous  inspection;  each  and  every 
sheet  is  carefully  hand  sorted.  Imperfections 
are  quickly  detected  by  the  trained  hand  and 
eye  of  the  sorter. 

♦ ♦ ♦ 

A Leader  must  go  about.  He  must  ask 
questions.  He  must  respect  the  opinions  of 
others,  but  that  is  all.  He  must  always  make 
up  his  own  mind.  —Casson. 
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Defeatism 

NOWADAYS,”  said  a sales  manager  to  a 
group  of  associates,  ‘‘people  are  over- 
whelmed with  advertising.  They  hardly 
look  at  it  any  more.  The  average  man  glances 
through  the  headlines  on  the  front  page  of  his 
favorite  daily  paper,  turns  a moment  to  the 
sports  section,  takes  a crack  at  the  crossword 
puzzle,  and  throws  the  paper  aside.  As  for 
direct  mail,  every  man’s  desk  is  littered  with 
unread  circulars,  booklets,  mailing  cards — in 
fact,  lots  of  such  material  never  reaches  his  desk 
at  all,  for  his  secretary  wastebaskets  it.” 

The  speaker  controlled  the  advertising  of  a 
large  corporation,  the  publicity  of  which  was  as 
remarkable  for  volume  as  for  spiritless  and  medi- 
ocre quality.  The  writers  and  artists  who 
produced  it  were  constantly  in  the  wash  of  their 
principal’s  discouraging  fashion  of  talk.  They 
drew  and  wrote  because  they  were  paid  to,  but 
with  no  enthusiasm  and  no  feeling  that  their 
work  would  move  the  goods. 

This  sales  manager  is  not  a solitary  example. 
In  the  ranks  of  advertising  men  his  peculiar  line 
of  conversation  is  not  unknown. 

During  the  world  war  we  heard  occasionally 
in  French  dispatches  the  word  ‘‘defeatism,”  a 
most  expressive  term,  meaning  the  spirit  that 
fears  defeat,  expects  defeat,  and  invites  defeat. 
It  was  applied  to  men  behind  the  lines  and 
sometimes  in  councils  of  state — trimmers  and 
doubters  by  nature  who  held  back  and  dis- 
heartened the  fighters. 
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“Defeatism,”  a word  that  expresses  the 
contempt  brave  souls  feel  for  timidity,  is  too 
significant  a term  to  let  die  with  the  war  that 
bred  it.  It  should  be  kept  alive.  There  is  use 
for  it.  The  spirit  it  brands  is  shown  in  many 
struggles  besides  those  with  shot  and  shell. 

The  manager  who  directed  advertising  and 
spent  other  people’s  money  on  it,  yet  talked  as 
though  advertising  was  a waste,  was  a defeatist. 
He  annulled  half  the  value  of  his  organization’s 
publicity  by  infecting  co-workers  with  his  own 
silly  pessimism  and  false  views. 

There  is  waste  in  advertising;  no  one  doubts 
it.  There  is  waste  in  war — it  is  said  that  for 
each  man  put  out  of  action  his  weight  in  lead 
must  have  been  fired,  so  many  are  the  bullets 
that  find  no  billet.  But  advertising  in  com- 
merce and  projectiles  in  war  are  still  the  things 
that  win  battles. 

The  concerns  that  become  rich  and  great  by 
advertising  allow  for  waste,  inattention,  the 
gaping  wastebasket,  the  competition  of  the 
front  page,  and  the  sport  columns.  They  take 
all  this  for  granted,  and  reissue  the  command  to 
their  advertising  departments,  “Ready!  Aim! 
Fire!” 

There  faith  and  steadfastness  are  justified, 
for  when  the  smoke  clears  away  it  is  found  that  a 
substantial  and  permanent  increase  in  business 
has  resulted. 

There  is  no  room  for  defeatism  in  advertising. 
Down  with  it! 


— Reprinted  in  The  San  Francisco  Printer 
(The  Printers ’ Board  of  Trade  of  San  Francisco) 
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1WAS  thumbing  through  a paper-maker’s 
catalogue  the  other  day.  There  were  a lot  of 
attractive,  bright  suggestions  and  advertise- 
ments for  many  grades  of  paper. 

They  suggested  brands  for  letterheads,  book- 
lets, folders,  tissues,  etc.  and  all  told  of  the 
merits  of  the  paper;  its  strength,  its  finish, 
its  colours  and  a quantity  of  things  which  one 
doesn’t  think  about  regarding  paper.  But 
somehow  they  left  my  interest  luke-warm — and 
then  I discovered  the  reason. 

They  had  not  fired  me  with  any  enthusiasm  to 
the  point  of  producing  some  advertising, — 
which  would  use  their  paper.  They  had  not 
shown  me  the  value  in  my  business  of  a folder  or 
a booklet.  They  had  not  suggested  ways  and 
means  of  going  about  the  making  of  these 
things  profitable.  They  had  not  reviewed  a 
few  of  the  more  necessary  thoughts  to  consider 
by  way  of  the  preparation  of  these  pieces. 

Figuratively  they  were  telling  me  of  the  fine 
cars,  comfortable  berths  and  speed  of  loco- 
motives on  their  trains,  but  they  had  not 
interested  me  to  the  point  of  taking  the  trip. 


THE  CREST 


Willie — “Hello;  why  are  you  standin’  here 
in  front  of  the  office  you  got  fired  from  last 
week?  Waitin’  to  get  taken  back?’’ 

Jimmie — “Not  much;  I just  wanted  to  see  if 
they  Were  Still  in  business.”  —Kansas  City  Star. 

* * * 

HIS  MEDAL 

“What  did  the  boss  say  to  you  for  being  late 
on  Friday?” 

“He  gave  me  the  D.C.M.” 

What’s  that?” 

“Don’t  Come  Monday!”  —Progressiva  Grocer. 

* * * 

THEY  DO  DIE 

“You  look  tired.” 

“Yes,  I’ve  had  a bad  day.  That  office  boy 
of  mine  came  in  with  the  old  story  of  getting 
away  for  his  grandmother’s  funeral,  so  just  to 
teach  him  a lesson  I said  that  I would  accompany 
him.” 

“He  took  you  to  the  football  game,  I suppose  ?” 

“No  such  luck.  It  was  his  grandmother’s 
funeral.”  * * * —Tit-Bits. 

LARGE  ORDER 

Edison,  with  all  his  inventions,  was  a piker 
compared  to  the  ambitious  young  photographer 
who  advertised:  “Your  baby,  if  you  have  one, 

can  be  enlarged,  tinted  and  framed  for  $8.79.” 

— Hardware  Age. 
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